
Chihuly in the Desert:
Art—Architecture—Nature 
ONE ARTIST – ONE EXHIBITION – TWO VENUES
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Exhibition Overview
• The exhibition provides an opportunity for visitors to explore the 

inspiration of the desert landscape and other natural forms 
through the art of Dale Chihuly and the architecture of Taliesin 
West, Arizona’s only cultural World Heritage Site.

• Opening in early December 2021 and running into June 2022, the 
exhibition is expected to draw an additional 70K visitors to 
Taliesin West (above historical visitation levels of 110K visitors 
annually).  

• Frank Lloyd Wright Foundation (FLWF) leaders have been 
working with Chihuly Studios for 3+ years to bring this to fruition.  
The timing of this exhibition as we fully reopen to the public after 
the pandemic is important:  not only will this help us to restore full 
visitation, but the additional visitors expected to come to Taliesin 
West will add much-needed revenue to the FLWF after sustained 
closures and limitations imposed by the pandemic.

• The exhibition will occur at two venues simultaneously, with the 
second venue at the Desert Botanical Garden.  There will be a 
single marketing campaign and shared marketing assets (such as 
an exhibition microsite) to reduce visitor confusion while 
promoting the unique attributes of the exhibition at each site.

Photo:  Chihuly at DBG 
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Taliesin West:  Historical Visitation
• >80% of visitors come from out of state
• Visitors to Taliesin West are among the 

most desired visitors for Scottsdale 
tourism:
◦ Affluent, active, well-educated
◦ Upper Midwest, California, Washington, 

New York, and Canadian visitors 
predominate, but visitors come from 
every state

• Cultural tourists partake in fine dining, 
luxury hotels, high-end shopping, art 
galleries more than general visitor 
population

4Sources:  2014 Visitor Study; multi-Year FLWF Ticketing and Reservation Data



Marketing Plan Overview
Coordinated effort to leverage marketing investments of 
Experience Scottsdale
• Market selection for investment
• Marketing tactics—media, messaging

Transform consideration of Scottsdale into hotel rooms
• A once-in-a-lifetime opportunity to experience Frank 

Lloyd Wright and Chihuly together
• Unique venues unlike others where Chihuly is 

exhibited

Total advertising investment is expected to be > $500K.
• Mix of digital, traditional (print and outdoor), airport, 

and PR

Build reputation of Scottsdale as the place where 
fine art and high culture meet the beauty and thrill 
of nature
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Event Budget:  Taliesin West only
Total event budget est. $965,000

Total marketing budget:  $100,000
• Total marketing budget for TW and DBG is approx. $500,000
• Targeting key drive and flight markets

Ideal marketing budget:  $200,000 (total marketing budget $800,000)
• Expands impressions in key markets above and adds NYC, LA, SFO, HOU, and Canada
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FLWF/Taliesin West PR is impactful
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Year Media Placements Impressions

2018 (FLW 150th) 410 7.5 Billion

2019 (FLW World Heritage) 400 3.28 Billion

2020 (FLW World Heritage and 
Digital Programming)

453 3 Billion

Frank Lloyd Wright media goes beyond traditional travel and tourism, 
deeply penetrating design media (traditional, online, and social)



Images of TW in media
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Images of TW in media
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Value to Scottsdale/Metro Phoenix
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10Source:  Arts & Economic Prosperity 5 Calculator, Americans for the Arts

+$4 million

+2.6 million

+$189K

+$228K >110 FTE 
jobs 

created



Exhibition Timing and Future Exhibitions
A key factor in Taliesin West’s exhibition planning is to take advantage of visitation in shoulder 
seasons.
• Taliesin West programs normally sell out in peak season, even without exhibitions.

Original plans were for Chihuly to open in Fall 2021.
• Delays in other exhibitions driven by the pandemic caused the Chihuly team to push the schedule 

back.
• The exhibition will run six months to embrace the full Spring season.

Future exhibitions will likely run from October to May.
• Key learnings from this first exhibition will inform future exhibition planning.
• Tentative plans are to run exhibitions of this scale every 2nd or 3rd year.
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Hotel impact

180,000 visitors to Taliesin West over six months
• 144K visitors from outside metro Phoenix
• 65K household (2.2 visitors per ticket transaction)
• 10900 households/month during the exhibition

Exploration of packaged partnerships with key hotel partners is beginning now
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Questions?


